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Executive Summary
The hospitality industry regularly serves guests from all around the world. Hofstede’s cultural dimension is such a framework that allows studying cultures from six perspectives. The model is important for hotel employees to learn about cultural differences and accommodate their behaviour to guest’s culture. It improves the connection between host and guest, and also between two cultures. 
Ritz-Carlton is a very popular hotel in London, the UK that attends many guests each year from different countries and a big portion of that is Chinese. British culture is very different from Chinese culture. British are low in power distance, individualist, short-term oriented, an indulgent nation. Contradictorily, the Chinese are high in power distance, collectivist, long-term oriented, restraint nation. Chinese have their own believes regarding numbers, colours, etiquettes etc. that are different from British such as avoiding the colour White or number 4.  British people support equality and self-oriented whereas Chinese people prefer societal hierarchy and own-group-oriented. So, the staffs from Ritz-Carlton London should learn about how to deal with guests having opposite cultural perspectives. 
To provide aid to Ritz-Carlton’s employees regarding dealing with Chinese guests, a handbook of Dos and Don’ts can do a lot. Dress codes, etiquettes, complaints handling etc. are small details that can please the guests if done properly. Different departments need to learn cultures to treat guests in the way they expect such as different greeting styles, appropriate attire, different addressing style, etiquettes etc. 
Finally, Hotel employees should be trained properly on cultural sensitivity to respect others cultures, think from guests’ perspectives and serve as they please. Diversification in the workforce is an effective way for in-work training. Learning culture should be included in the code of conduct for hotel employees for effective cross-cultural communication. 
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[bookmark: _Toc89538131]Introduction
Culture refers to a unique pattern of behaviour that is shared by a group of people and shapes how an individual sees the world and react to it (Pavlicevic, 2017). Hofstede’s cultural dimension is such a framework that enables studying national cultures based on six dimensions- individualism-collectivism, masculinity-femininity, power distance, uncertainty avoidance, orientations to life, and indulgence-restraint (Peterson and Sndergaard, 2016). Ritz-Carlton of London serves many Chinese guests yearlong and the report will apply the model to analyse the Chinese and British cultures, followed by a guideline providing for effective cross-cultural communication for the hotel staffs. 















[bookmark: _Toc88238158][bookmark: _Toc89538132]1. Country A: United Kingdom 
In the United Kingdom, 84% of the population lives in England (Statista, 2020). Ritz-Carlton, which is a world-famous hotel brand by Marriott, has an edition resided in London- the capital of England. 
[image: ]
[bookmark: _Toc88238214][bookmark: _Toc89538180]Figure 1: British culture’s scores of Hofstede’s cultural dimension
Source (Hofstede Insights, 2021)
The British culture is less class conscious and values equality, competition and independence (Kavanaugh et al., 2013). British employees generally do not prefer overdoing things because guests’ expectations are very exact and they complain directly if issues occur. Staff are authorised to handle complaints instantly for the immediate gratification of the guest. 
They are very private, self-dependent and cherish personal fulfilment (Richardson, 2019). British staff express the quality to guests by mentioning the brands used so that guests can judge the quality.
The British are masculine and indulgent society referring that they are success-oriented and admire the best/winners (Richardson, 2019). The employees try to offer new platters, wines, services to guests to attract them and also suggest new offers often if guests add that to the order basket. 
They prefer having specific goals but flexible processes to adapt to changing environments (Pearce, 2016). British employees prefer learning culture from knowing the culture rather than being trained. They tend to ask direct questions to guests to learn their choices but that may offend guests.



















[bookmark: _Toc88238159][bookmark: _Toc89538133]2. Country B: China 
Each year many Chinese guests come to visit the UK, precisely London and spend on average 1,373 British pounds (Statista, 2020). 
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[bookmark: _Toc88238215][bookmark: _Toc89538181]Figure 2: Chinese culture’s score of Hofstede’s cultural dimensions
Source (Hofstede Insights, 2021)
Chinese culture highly supports inequalities in society. They keep higher expectations but perceive unsatisfactory service as a fact of life so generally do not complain (Dowling et al., 2017). Involvement of higher authority, apologetic behaviour and lower voice satisfy them. 
Chinese is a highly collectivist culture by acting for the sake of the group they belong to (Pearce, 2016). Chinese guests avoid direct complaints to the hotel, rather prefer warning families and friends regarding the service and writing big online complaints. 
Chinese culture is achievement-oriented and very much competitive. Creative decoration of rooms and dishes, an indirect complaining system for sharing feedback etc. pleases them, 
They are long-term oriented preferring perseverance. People with such cultural backgrounds tend to nurture loyalty and not prefer service switching (Zhang and Cai, 2017). So Chinese guests will expect to be recognised during the visit, special treatment for loyal members, and customised service. 
Chinese are a highly restrained culture that is retrained by social customs (Hofstede Insights, 2020). They need to be asked continuously whether they are satisfied, need something to please them or share feedback anonymously. 



















[bookmark: _Toc88238160][bookmark: _Toc89538134]3. Country analysis: United Kingdom vs. China
Learning about the cultures is important for hotel employees to develop cultural sensitivity. Cultural sensitivity allows to avoid ethnocentrism. Ethnocentrism is the attitude of a person considering own culture as superior one and judging another culture based on own cultural beliefs (Pavlicevic, 2017). That can create a bias such as British employees may treat a Chinese CEO and his assistant equally but that may surprise them as they practice stratification. So, knowledge is important to develop cultural relativism that is respecting other cultures without subjective judgement and accommodating their behaviours (Peterson and Sndergaard, 2016). 
Chinese guests in a hotel will prefer segmented services for the upper, middle and lower class that visible differentiate between luxury versus economy (Kavanaugh et al., 2013). Similarly, regular guests may find it overwhelming or uncomfortable enjoying with the privileged under the same condition and are more compromising. So, in Chinese culture, employees need to differentiate services for different classes, but in British, that should be fair (Zhang and Cai, 2017). 
British employees face difficulties to build long-term relationships whereas the Chinese prefer strong relationships and loyalty over the quality of life (Peterson and Sndergaard, 2016). British hotel employees try to deliver the best result, but Chinese guests expect empathy, bond, and warmness such as Chinese greetings, menu in Chinese, higher authority’s involvement, other cultural themes in the hotel. 
Chinese guests are very much involved with their social customs. British indulgent employees prefer being flexible and own-self but while serving Chinese, they must be respectful to their values, language, customs, practices etc. such as bowing for greeting, standing up showing respect while welcoming or talking, avoiding cross-leg sitting and informalities etc. (Dowling et al., 2017). 



[bookmark: _Toc88238161][bookmark: _Toc89538135]4. Guidelines: Do’s and Don’ts 
A handbook has been prepared considering the Chinese culture, guiding the hotel staff of Ritz-Carlton UK: 
	Departments 
	Dos and Don’ts 

	Front Office 
	· Handshake is the British norm but Bowing is the Chinese, 
· Use Chinese phrases to greet, that shows care to culture, 
· See guests off beyond the front door during Farwell, 
· Don’t remain be-seated seeing a guest coming,  
· Search the designations of the guests and threat accordingly such as higher management and subordinates expect different treatment, 
· Assign lower floor to regular Chinese and upper floor to privileged, 
· Don’t call only by first or last name, address guests by professional title and last name,

	Housekeeping 
	· Dress in formal uniforms, preferably in dark colours,
· Chinese don’t prefer showing skin, so avoid wearing exposing clothes, 
· Avoid entering into rooms wearing shoes, use room slippers, 
· Don’t use White and number 4 for gifts, room numbers, floor numbers etc. 

	Food and beverage 
	· Receive anything with two arms and open that later,
· Don’t snap fingers or whistle, 
· Involvement of higher management is preferred, especially during complaints, subordinates should avoid such decisions, 
· Refuse tips several times before accepting, it shows politeness, 

	Every department 
	· Avoid forcing opinion, stereotyping, and commenting


[bookmark: _Toc88238269][bookmark: _Toc89538188]Table 1: Handbook of Do’s and Don’ts


[bookmark: _Toc89538136]Conclusion 
Culture varies from nation to nation, so being culturally aware is mandatorily for industries like tourism and hospitality that has to serve people from different nations. Culture strictly determines a guest’s preferences. So, the culture of guests must be studied thoroughly to determine what to do and what to avoid to please them with the service. Hotel staffs must be trained in Hofstede’s cultural dimensions for successful cross-cultural communication. 
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